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BUSINESS RESULTS 


VOLUME GOING RATE 1994 FORECAST 1995 
(YTD.l (MG.) (THIRD REVISED! FORECAST 

2,556 60/wk. 3,081 2,923 (-5.13%) 
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1994 KEY ISSUES & RESULTS 


Key Issues 

• Parliament ads were regarded as too passive . The 
people were seen as too aloof/distant by two of the key 
target groups. Parliament YAM's and competitive YAS's. 

Results 


• 1994 advertising visuals placed the couple 

"closer-up". The couple interacts and enjoys The 
Perfect Recess together; minimizing the distant and 
aloof feel. 
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1994 KEY ISSUES & RESULTS 


Key Issues 

• Lack of visibility may have resulted in YAS's believing 
that Parliament was less popular than brands that were 
more visible, e.g. Camel Lights, Marlboro Lights and 
Newport. 

Results 

• Reinstatement of OOH from 1993 hiatius. In 1994, 
Parliament had an 8-month presence in three key 
markets and Miami. 
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1994 KEY ISSUES & RESULTS 
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Results (Cont'd) 

• Increase of frequency and decrease of reach in 1994 
print media. Reduction of production costs by 
elimination of costly inserts. 

• Launch of Parliament Party Zone in Northeast 
Summer Resort Markets. Bar night program 
provided: 

Exposure to over 100M young adults 
- Trial by 46M YAS 

Addition/Updating of info on 34M smokers 


Source: https://www.industrydocuments.ucsf.edu/docs/jsfy0004 
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1994 KEY ISSUES & RESULTS 


Key Issues 

• Because Brand chose to advertise/promote behind 
its strength in Region 1, Parliament had little 
communication with 100's smokers — almost half of 
which reside outside Region 1. 
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1994 KEY ISSUES & RESULTS 


Results 

• Expanded communication to 100's smoker via direct 
mail. 


Increased the frequency of communication to five 
mailings in 1994. 


Tailored continuity collections to older female, 100's 
audience resulting in highest continuity responder 
rate in the history of the brand (12%). 


Maximized mailing efficiencies through preliminary 
segmentation efforts - sent "last chance" mailings 
to 34M non-responders. 
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Resulted in elimination of 29M non-responders 
from future mailings saving over $100M. 


Source: https://www.industrydocuments.ucsf.edu/docs/jsfy0004 
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1994 KEY ISSUES & RESULTS 


Results (Cont'd) 

Developed a romance adventure theme to provide the 
thread of continuity for the series of mailings. The 
Claire & Philippe Romance Saga incorporates Perfect 
Recess visuals and couples and provides older female 
smokers with an escape/fantasy in their everyday lives. 

Over 91% of females found the story somewhat 
to very interesting. 

Equally appealing to YA & older smokers. 

D , - 74% of females want to know more about how 

£v8vAZ0l0c , 

the relationship progresses. 
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1994 KEY ISSUES & RESULTS 


Key Issues 

• Brand had complete information on the database for 
only 20% of Parliament smokers. This information was 
between 2 and 6 years old. 

Results 


• Through various name generation efforts in 1994 
(surveys in direct mail, carton inserts and FSI's), 
Parliament: 

Added 23M new smokers to the database. 
Updated records on 60% of Parliament smokers. 

vmanux - Achieved its goal of 80% brand penetration 

_ (278M Parliament smokers). 
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1995 MARKETING PLAN 


BOX PACKING 


Objectives 

• Build equity in NE among YAS. 

Strategies 

• Maintain year-long presence in OOH in three key markets 
for maximum visibility & big brand presence. 

• Enhance Parliament's beach and bar nights program in 
NE to increase popularity among YAS. 

• Support box franchise growth in Miami via retail 
promotions and advertising during winter months. 
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Source: https://www.industrydocuments.ucsf.edu/docs/jsfy0004 
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1995 MARKETING PLAN 
BOX PACKING 


• Media 

OOH - Allocate more $ to media placement and less 
$ to production to allow for year-long presence in 
key markets. 

Production costs minimized by utilizing OOH 
boards for longer than the traditional 30-day 
posting period. 

Print - Continue increased frequency and decreased 
reach approach from 1994. Publications will 
continue to skew 50/50 Male/Female, consistent 
muzom w jth the franchise demographics. 
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1995 MARKETING PLAN 


BOX PACKING 


Tactics (Corn'd) 

• Events 

Winter Ski Program - Develop Resort Program 
to reach YAS in the NE during winter months. 

Five key markets: Killington, VT 

Sugarbush, VT 
Stowe, VT 
Mt. Snow, VT 
Hunter Mt., NY 

Summer Resort Beach Party theme: "Parliament 
SMPizom Party Zone takes you out of the cold..." 
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1995 MARKETING PLAN 


BOX PACKING 


Tactics (Cont'd) 

Summer Resort Program - Maximize efficiencies 
through concentration in top three markets and 
elimination of retail "van" program. 

Certain markets in Massachusetts eliminated 
due to sampling restrictions & inability to get 
product in the hands of YAS's. 

Retail leg cancelled due to minimal name 
generation and high costs of staffing. 
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1995 MARKETING PLAN 


BOX PACKING 


Tactics (Cont'd) 

• Retail 

Expand key markets for YAS retail promotions to 
include Miami. 

Three promotions scheduled in 1995 including a 
B1G1F for trial. 

Expand name generation efforts among YAS via 
pack stickers and inserts. 
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1995 MARKETING PLAN 


lOO’S PACKING 


Objectives 

• Defend and reward the loyal 100's franchise. 

• Build and enhance Parliament's database. 

• Encourage trial and conversion among competitive 
smokers with Parliament in Consideration Set. 
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1995 MARKETING PLAN 


Strategies 


100'S PACKING 


• Implement a national, defensive direct mail program. 

• Offer coupons to reward loyalty and encourage repeat 
purchase. 

• Provide continuity collections tailored to the 100's 
audience. 

• Continue database updating and enhancement through 
surveys in carton stuffers and direct mail. 


• Maximize mailing efficiencies through database 
segmentation efforts. 

• Implement offensive mailings to Parliament in Consid Set. 
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Easiest to convert & gain incremental volume. 
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1995 MARKETING PLAN 
100'S PACKING 


Tactics 


• Segment the Parliament database and tailor offers to 
different consumers based upon loyalty, "value" and 
responsiveness. 

• Build upon the excitement and romance theme of 
the Claire & Philippe Storyline. Enhancements 

in 1995 include: 

Separate booklets for each "chapter". 

More adventure and action within each "chapter". 

Greater character development and introduction of new 
£S8wzoioz characters. 
tHZ9SSm 
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1995 MARKETING PLAN 


100S PACKING 


Tactics (Cont d) 

• Provide interactive devices, such as questions on the 
story to encourage consumer participation. 

Questions can include references to visuals to 
reinforce brand imagery. 

Add questions to smokers surveys for bonus 
UPC's to add excitement and encourage survey 
response. 
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1995 MARKETING PLAN 
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1995 BUDGET 


1995 


VS. 


1994 


Multibrand 4% Packaging 1% 
Direct 18% S 


Catalina 1% 


Retail 14% 


Events 7% 



Multibrand 2% Packaging 1% 
Direct 18% 


Catalina 1% 


Retail 12% 


Events 11% 



Advertising 55% 


Advertising 55% 


2S2PIZ0L0Z 

6m9ssm 


Source: https://www.industrydocuments.ucsf.edu/docs/jsfy0004 



parliament 


1995 BUDGET 



1995 

(PROJ) 

1994 

(PROJ. FINAL) 

DIFFERENCE 

VOLUME 

2,918 

3,081 

-5.3% 

PROMOTED VOLUME 

ACTUAL 

351 

381 


% 

12% 

12% 

— 

PROMOTED VOLUME R1 

ACTUAL 

226 

229 


% 

8% 

7% 

+1% 

PROMOTED SPENDING 
ACTUAL 

$8,267 

$8,385 

* 

$ PER M 

$23.55 

$22.02 

+6% 
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